Abstract. With the rapid development of the Internet, its influence is increasing day by day. The social responsibility behavior of Internet users has gradually become a new perspective of studying and implementing of corporate social responsibility. Based on a review of previous studies, and the questionnaire survey on the intention of the Chinese Internet users' using Internet service, six constituting factors of Chinese Internet users responsible behavior were obtained. Based on the six factors, six China's Internet users groups were designated, and the characteristics of each groups were analyzed. The results provide some support for the study of the social responsibility of Internet enterprises.
Introduction
From the 90s of last century, with the innovation of the new generation of network technology, and the internet industry based on that has been fully developed. In 2015, the total scale of the domestic Internet economy reached 1.12187 trillion Yuan, up 47.3% from the year, the average growth is rate as high as 49.9% in the last decade. The patterns of Internet enterprises are diverse, involving more than 10 species, such as e-commerce, online games, vertical portal, integrated portal, network video and so on.
With the rapid development of the Internet, corporate social irresponsibility is frequent occurrences. For example, in 2016, Baidu's Wei Zexi event, because of its high bid price, unclear commercial promotion and other issues of responsibility, mislead users of cognition so that personal interests are seriously affected. And then the active participation of Internet users, not only promoting the community to concern the underlying issues of the "Wei Zexi Event", but also impelling Baidu to improve their management, and fulfill their responsibilities. Thus it can be seen, Internet users are a special stakeholder, they are not only the users of the Internet enterprise service, which just means users, but also participating in the spread of network information and even creating, which called participants. China has a huge number of Internet users, as of December2015, the total number of Internet users has reached 688 million. So at present, what kind of cognition on social responsibility of the Internet enterprise will Internet users have when they are in the process of using or participating in the Internet services? What are their types of responsible behavior? This is the basic premise to study the behavior of Internet users in corporate social responsibility, and also an important basis to improve the status of social responsibility of the Internet enterprise in China. In this paper, combined with the characteristics of Internet users and Internet enterprises, we build a responsible behavior scale of Internet users and its group subdivision, in order to promote the development of studying the Internet social responsibility.
Literature Review

The behavior and scale of consumer social responsibility
When the western scholar Webster first put forward the concept of social responsibility consumption [1] , scholars have launched a series of theoretical and empirical research on that. It is generally believed that the definition of social responsibility consumption includes two aspects: one is the influence of consumer behavior on the environment or the public, the two is to use their own behavior to promote social development [2] . And the perspective of empirical research is rich [3, 4] , the research object is diverse [5, 6] , and the scale of research has been widely studied [1, 6, 7] .
Research on social responsibility of Internet users and Internet enterprises
From the perspective of stakeholders, Internet enterprises are not only responsible for internal stakeholders (shareholders, creditors, employees) and external stakeholders (customers, the public, government and society), but also responsible for Internet users [8] and the network environment [9] which are special stakeholders. From the perspective of corporate social responsibility structure, Internet enterprises should bear five major responsibilities, including economic, legal, moral, charitable and social environment [10, 11] . Lin Xiuhua [8] has also created a game model of Internet users to promote the implementation of social responsibility of Internet enterprises. As China's Internet users with large-scale, widely distributed, diverse business [12, 13] and other characteristics, therefore, in the study of Internet users responsibility behavior, we need to subdivide the research group of Internet users, so that Internet enterprises will effectively identify the target market and target implementation of corporate social responsibility strategy.
Research Design
Scale characteristics and design
Internet users' characteristics
Internet users are both Internet business users (user role) and network information communicator and creator (participant role). As users of Internet services, when Internet users produce purchase demand of Internet products or services, they have the same consumer concept with the average consumer, they can guide and supervise the fulfillment of social responsibilities of Internet enterprises through currency ballot or using the behavior itself, so their behavior can be measured by the consumer social responsibility behavior scale. As a participant of Internet service, Internet users participate in the construction of network environment by publishing information and disseminating information, and have an impact on the responsible behavior of Internet enterprises and other Internet users.
Internet enterprises' characteristics
Compared with the general enterprise, the particularity of the Internet enterprises is reflected in: first, the Internet service has a virtual and realistic dual characteristic. Second, the enterprise through the service impact of Internet users, and equally Internet users through the recognition and choice of services affect the enterprise, with strong interaction. Third, Internet enterprises have various types, high propagation speed, and large coverage. And the impact of its social responsibility behavior on social development is increasing.
Scale design
Based on the social responsibility consumer behavior scale of Yan Jun and Xin Jie, and combined with characteristics of Chinese Internet users and Internet enterprises, we added two part of the survey items of the responsibility of Internet users and network environment responsibility, and 37 initial variables was obtained by depth interview of experts. The participants were then evaluated for the Likert importance of the initial variables of the design and the importance of sorting and screening, six significant unimportant variables were excluded. In the exploratory factor analysis process, there are nine measured variables with a factor load of less than 0.5 or a high cross-load between the other variables, and finally 22 measured variables were chosen.
Questionnaires and sample sources
The study adopted the ways of field survey and Internet survey questionnaire, 522 questionnaires were distributed and 496 valid questionnaires were retrieved, the effective rate was 95.02%. Respondents were about half of the men and women and about three-quarters of respondents between the ages of 17 and 28. And respondents mainly concentrated in the network age between 3 to 10 years (total 65.9%), 40% of the respondents monthly income between 1500-5000 yuan, Internet access is mainly used in computers, mobile phones and tablets, a small number on TV. The top five categories of APP use rate are Social (80.4%), Information (53%), Entertainment (50.6%), Tools (47.6%) and Games (39.7%).
Results and Analysis
Reliability analysis and factor analysis
The reliability analysis and exploratory factor analysis method are used to study the reliability and validity of the questionnaire by suing SPSS19.0 (Cronbaeh's Alpha coefficient is 0.918 and 83.9% of the measured variables together in more than 0.5). And variance maximum rotation method and the standard of characteristic root greater than 1 are used to measure scale factor analysis (KMO is 0.92 > 0.8, P < 0.001). The measurement variables of this questionnaire are better explained by 6 factors, and the cumulative contribution rate reached 56.32%. With the combination of literature research and expert interviews, the 6 factors are respectively named "right awareness and perceived quality", "rights and supervision", "legal and patriotic consciousness", "public consciousness", "rational participation" and "brand awareness".
The factor of "Right awareness and perceived quality" reflects Internet users' the high requirements of autonomous rights, as well as the pursuit of quality of life, pay attention to service quality and information quality and safety. The behavior are desiring to enjoy the right to choose and the right to freedom of speech, hoping to get good service experience and enjoying the convenient life and the spirit of joy, being more concerned about the production time, composition, origin and warranty information when shopping online, being worry about their privacy is protected when using the Internet services and rejecting to use the Internet business services which will disclosure of personal information.
The factor of "Rights protection and supervision" reflects the consciousness of safeguarding rights when Internet users using the Internet business services. The behavior are asking for supervising enterprises to pay taxes when shopping online, reporting the Internet companies of spreading illegal information, complaining to the media about the Internet companies which after-sales service is poor.
The factor of "legal system and patriotic consciousness" reflects the support of vulnerable groups, the love of the country and a strong sense of law. The behavior are refusing to use the Internet services that employs child labor or persons with disabilities, discriminates against women or minorities; refusing to use the Internet services which is not friendly to Chinese people; absolutely not to buy or use the products or services of illegal enterprises; do not buy fake brand-name products.
The factor of "Public service consciousness" reflects that the response tendency of Internet users is highly related to whether the Internet companies fulfill their social responsibilities of stakeholders (environment, community and society). The behavior are willing to buy products and services of Internet companies that help and donate to the disaster area, willing to spend more money on the brand of charitable donations; choosing services of Internet companies which support education.
The factor of "Rational participation" reflects the rational side of Internet users in the use of Internet business services. The behavior are that people will not blindly follow the trend and will comment or forward after understanding what was going on in full, can keep good manners in the barrage video or broadcast (not brushing frequency, blindly following the trend, playing slobber warfare and so on in a barrage) and encourage Internet companies pay more attention to this.
The factor of "Brand awareness" reflects that the Internet users will choose Internet companies when using the search engine.
Cluster analysis based on the social responsibility behavior factors of Internet users
In this paper, we use the method of cluster analysis to draw the market segmentation by using the 6 factors from factor analysis. Taking into account the larger sample size, the study uses the K-Means clustering method. By setting different classification and comparing, the results show that the best is divided into 6 groups of Chinese Internet users, and the results are shown in Table 1 . They are respectively named as the self-oriented type, the responsible consumption type, the rational and indifferent type, the goodwill nature type, the fearless ignorance type and the supervision of rights type. The self-oriented type more emphasis on the independent choice and quality perception of the Internet business services, they focus on freedom of speech and privacy protection, but lack of reason in the process of information dissemination, meanwhile do less to safeguard legal rights, pay too much attention to themselves and ignore others. The results of cluster analysis show that the self-oriented type accounts for the total sample of 17.3%.
The responsible consumption type is more concerned about whether the Internet companies fulfill the responsibility of stakeholders, Such as community, environment, Internet users, etc. They also very concerned about their own choice and service quality of Internet companies, but they do less to safeguard legal rights and are not too concerned about vulnerable groups. The result of the cluster analysis shows that the responsible consumption type accounts for the total sample of 11.9%.
The rational and indifferent type have a high quality and very rational, they will pay more attention to protect their own interests in the choice of Internet business services, have better awareness of the law, but do not care their rights and interests of other stakeholders except himself and do few adults. Usually they are treated as the person indifferent to the world. The result of cluster analysis shows that the rational and indifferent type account for the total sample of 13.5%.
The goodwill nature type have a strong awareness of the law, and also pay attention to the brand value, occasionally will pay attention to whether the enterprise is responsible for employees, environment and society; but they don't really care whether they have the right to choose a service, have no sense of rights and supervision, just obey the nature, will not fight for their own interests. The result of cluster analysis shows that goodwill natural users account for the total sample 19.2%.
The fearless ignorance type has low quality, their view is not mature and legal consciousness is weak, they do not care about the quality of service, and they will not take the initiative to select and evaluate the Internet business services. Overall, they belong to the type of no sense of non responsibility. The result of cluster analysis shows that the ignorance of the unnecessary type accounts for 13.3%.
The supervision of rights type will be more fully utilized and play the rights of Internet users, with external forces like Consumers' Association and the administration for industry and commerce to carry out rights, express concern about social issues with the rights of purchase; also consciously supervision of Internet enterprise's illegal behavior, hope to create a healthy, orderly network environment through the collective rights and supervision behavior. The result of cluster analysis shows that the supervision of rights type accounts for the total sample 24.8%.
The relationship between the group Internet users and the type of Internet users
The result of Chi square test indicates that different groups of Internet users have significant differences in type variables (gender, age, occupation, income, etc). This study uses correspondence analysis to describe the 6 groups of Internet users according to their types. The result shows in Most of the self-oriented types are post 80s, the ordinary employees whose qualifications are not high or stay-at-home mom. They often use mobile phone and computer to surf the Internet in life and work. They are familiar with the various services of the Internet enterprises, especially love social and game service. And they will pay more attention to the convenience of the Internet, privacy protection and rights. The number of the self-oriented type is very large so that this type is the basic force of social responsibility consumption practice, and they can express concern about social issues through consumer rights.
The rational and indifferent types are most freelance who are young, university educated, and a monthly salary of more than 5000. They have high knowledge and quality, and will rational use the network resource, but they often only pay attention to self and neglect of social problems, so they are regarded as the indifferent.
The fearless ignorance types are post 90s or lower education levels school students. They have many ways to contact network, like to use mobile phones to social contact or play games. The most are lack of awareness of responsibility of consumption, have a high level of consumption, and do not understand the society and pay less attention to their own experience of the Internet. Their knowledge of Internet companies is relatively simple.
The goodwill nature type most are the government officials or civil servants who are post 80s with stable income and bachelor degree. They use part of Internet tools, browse news and pay attention to people's livelihood issues, but will not take the initiative to rights when the Internet services they used are not satisfied. They belong to the type that be concerned about social responsibility but not to fulfill their social responsibility.
The responsible consumption type is the individual operators/contractors who are more than 30 years old with a high salary. They use a variety of ways to enjoy Internet service and will spend a fixed time to obtain the required information such as finance, education and so on. They have its own unique views and opinions and will pay close attention to the extent to which the company is responsible for the stakeholders(including internal stakeholders,shareholders, creditors, employees, external stakeholders, community, government, customers, and special stakeholders, Internet users and network environment etc). Corporate social responsibility performance or social responsibility publicity will have a great impact on the Internet users.
Most of the supervision of rights type are managers and professionals of post 50s or 60s who have Junior college degree and the income about 10000 yuan. They generally use the Internet to browse information at home or unit. This type of Internet users has much social experience, and their legal consciousness is strong. When the loss of interest they will be adults in the end. They belong to the backbone of society. When they are in the enjoyment of Internet business services they will take the initiative to supervise too.
Research Conclusion and Prospect
The paper based on the research of Yan Jun and Xin Jie, and combed with the characteristics of Internet users and Internet companies, the social responsibility behavior scale of Internet users in China is developed and an empirical study is conducted, and 6 components are obtained. Based on the six factors, the Chinese Internet users were divided into six distinct groups: self-type, responsible consumption type, rational indifference type, good nature type, ignorance type and rights supervision type. And the paper provides certain support for Internet corporate social responsibility study.
The group subdivision above shows a clear picture of the Responsible behavior of Internet users in China. Self-type focus on the convenience of the Internet, privacy protection and the right to choose services, but they are lack of social responsibility. Rational indifference type always keep their own high-quality and rational participation in the process of using the Internet service, they are worthy of recognition and learning. To the ignorance type, need to strengthen their responsibility education and the awareness of social responsibility on the Internet, establish their correct values. Although the good nature type is more concerned about social issues such as people's livelihood, they lack the awareness of active rights' supervision, which should be focused on training. Responsible consumption type is concerned about whether the Internet companies to fulfill their responsibilities to stakeholders. They have played a very good external constraint on Internet companies and promote the responsibility of the community as a whole. They are worthy of other groups to learn.
The study also founds that middle-aged self-employed/contractors with higher income are more sensitive to the degree of social responsibility of Internet companies and have higher expectations. Those who were born in the 1960s, managers or professionals with higher educational background (such as doctors/teachers, etc.) of human rights supervision needs more exuberant. Internet companies should correctly understand the Internet users on their own social responsibility to match the expectations and try to meet, so as to build Interaction mechanism between Internet users and Internet companies.
Because of the limitation of time, energy and resources, the study is only sampled in Hangzhou. Future research can expand the scope of the sample to the whole country and further improve the universality of the results. In the design of the questionnaire, the different understanding of the subject from the interviewee was ignored because they are at different, resulting in the final results and theoretical results are biased. It can't accurately correspond to the basic information of some Internet users in the cluster group because the correspondence analysis method can not describe the items with multi-select attribute, so we need to further explore the verification method.
